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Abstract 
Customer experience has great influence on6 satisfaction and their behavioural intentions. In fact, research on 
customer emotional experience has gained greater attention lately especially in the experience-driven hospitality 
industry. This exploratory research aims to identify the components of customer emotional experience with Halal 
food establishments. A questionnaire survey was carried out in Sarawak, Malaysia (n=260). Reliability Analysis and 
Exploratory Factor Analysis (using Principal Component Analysis and Varimax Rotation) were performed. The 
findings indicated that there were six components of customer emotional experience, namely spiritual assurance, 
pleasure, arousal, dominance, joy and acceptance. The components were moderately and significantly associated 
among each other, implying that the customer emotional experience had to be comprehensively managed so as to 
create satisfactory customer emotional experience which would then enhance positive behavioural intentions. 
© 2012 Published by Elsevier Ltd. Selection and peer-review under responsibility of Centre for Islamic 
Thought and Understanding (CITU), Universiti Teknologi MARA, Malaysia 
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1.0 Introduction 
The progress for business success has necessitated an on-going quality and service improvement from service 
providers. Generally, satisfactory and positive personal experience with the sales transaction may lead to repeat 
purchases from the same vendor by the customers (McKenzie, 2000). Accordingly, it is increasingly difficult to create 
a differential advantage in service delivery (Chris Lin and Liang, 2011). Hence, one of the approaches in having 
differential advantage is the commitment to offer Halal products and services. Halal certification allows us to explore 
new marketing paradigm (Rajagopal et al, 2011) and as such, the practice of Islamic branding has been gaining 
considerable momentum in academic circles within the past years (Alserhan, 2010). Offering services with the real 
value demanded by the consumers should then be part of the service provider’s management (Gilmore and Pine II, 
2007). 
Factors that contribute to customers’ satisfaction could range from visible elements of the business and those that 
are invisible. For example, ensuring regular employees’ interaction and continuing contact with suppliers and 
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customers may be able to provide an exclusive experience in making the customers happy and satisfied with the 
business relationship (Gardiner, 1996). The quest for the unique experience is crucial to create loyalty among 
customers (Smith and Wheeler). Various studies have linked the relationship between emotion and satisfaction in 
customer-service provider relationship. Even the emotion expressions of frontline staff are critical in generating 
different response from the customers. For example, study on emotion display at works by Grandey et al (2010) has 
concluded that anger expression is least acceptable while happiness expression is most acceptable. Equally important 
to product and service functionality management is the management of emotional component of the experience 
(Berry, Carbone and Haeckel, 2002). Connecting emotionally to customers can strengthen their trust and deepen their 
loyalty (Berry, Wall and Carbone, 2006). It is therefore necessary for Halal service providers to deliver satisfactory 
service to their customers (Kuan, 2009). Thus, understanding the components that made up the customers’ emotional 
experience will help food establishments to provide competitive services. 
 
Previous studies related to services were conducted mainly from the management and organizations perspectives. 
This study would therefore attempt to examine, the emotional experience of the customers. The main objective of the 
research is to identify components of the customer emotional experience with Halal food establishments. 
 
2.0 Literature Review 
 
The main factors affecting consumer buying behaviour are motives, perception, learning, beliefs and attitudes 
(Kotler, 1996). These elements need to be adapted in the development of marketing mix (Peter and Donnelly, 1994) 
which could then be the differentiation of goods or services of one seller or group of sellers from their competitors 
(Junid, 2002). Food establishments for example should attempt to achieve customer loyalty by treating their 
customers right (Su and Bradberry, 2006) by creating lasting impression that leads customers to become true 
advocates for the products (Smith and Wheeler, 2002).  
 
Study by Pollitt (1998) pointed out that the essence of the organization’s relationship with the customers is 
logistics. It encompasses the organization and the delivery of the services. Experiences are personal, uniquely 
cognitive, emotional, multi-sensory and differentiated (Kufedjian, 2003) moment-of-truth. Experience is translated in 
terms of the sensory aspect of consumption such as tasting, hearing, smelling, visualizing and/or impressing, and it is 
the experience that varies from situation to situation (Havlena and Holbrook, 1986). As subjective as it is, the service 
delivery perception (Groth and Gilliland, 2001) is being used by customers to evaluate those many instances of 
moments-of-truth to judge the service quality of the provider. Andersson and Mossberg (2004) argued that elements 
food, service, fine cuisine, restaurant interior, good company, and other guests affect the level of satisfaction of 
service experience. These elements are said to influence the level of arousal and thus the perception of the service 
experience and the emotional feelings of the customer (Hui and Bateson, 1991). It is also noted that emotions are 
socially contagious in the sense that one person is easily attracted to the emotion displayed by another person with 
whom s/he interacts (Soderlund and Rosengren, 2007), suggesting the crucial impact of a consumer’s emotional 
experience on a service provider’s business. 
 
Customer emotional experience is thus illustrated as the various kinds of emotions, such as excitement, joy, 
pleasure, contentment, worry, frustration, or anger (Lee, 2005). Previous research indicated that positive emotional 
experience lead to higher customer satisfaction and loyalty toward the service. Previous studies have attempted to 
measure and describe emotional experience in many different ways. Nevertheless, none has been able to offer an 
approach without limitations and weaknesses, as emotions could be described using thousands of words (Machleit 
and Eroglu, 2000). There are however, models that have been developed and adopted for different services to provide 
better description on emotional experience. Emotional experiences research on service has attempted to explain 
dimensions that made up the experience but have not unanimously decided on what exactly represents a customer’s 
emotional experience. Different dimensions are identified to fit different service situations. A few examples are the 
Mehrabian and Russell’s three variables namely arousal, pleasure and dominance (Foxall and Greenley, 1999; Chebat 
and Michon, 2003; Lin, 2004); Izzad’s ten variables that include anger, contempt, disgust, distress, enjoyment, fear, 
guilt, interest, shame, surprise (Machleit and Eroglu, 2000; Barsky and Nash, 2002); and Plutchik’s eight variables 
that are acceptance, anger, disgust, expectancy, fear, joy, sadness, surprise (Machleit and Eroglu, 2000; Barsky). 
Izard and Plutchik’s variables (Yoo, Park, and MacInnis, 1998; Lee, Lee, Lee, and Babin, 2006; Chebat and 
Slusarczyk, 2003), while Svari et al (2011) tried to explain the experience on negative emotions dimensions. 
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3. 0  Methodology 
In developing the Customer Emotional Experience (CEE) dimensions, the outcomes of focus interviews were 
combined with the available literature. The interviews were conducted on twenty-seven (27) conveniently selected 
participants based on simple criteria that include education level, job position, and age. For example, those selected 
were in the range of twenty (20) and above, as those are the working age groups that are assumed to have the relative 
purchasing power to dine out.  
 
Eighteen (18) respondents were from Kuching and nine (9) were from Miri. Hansen, Jensen and Gustafsson 
(2005) used fourteen (14) interviews to develop their meal experience model. Similar approach of listing and 
grouping, and then categorizing and simplifying, was used by researchers who developed the Market Metrix Hotel 
Emotions Scale to generate emotional descriptors for hotel guests’ experience (Basky and Nash, 2002). Jensen and 
Hansen (2006) also used semi-structured interviews for their exploratory study on customer values among restaurant 
attanders. Therefore, the above method was deemed appropriate. 
 
The components of the CEE were then to be used for this study developed (which resulted in six components), 
after which the items within each were established (40 items were created) for the questionnaire. The questionnaire 
was tested, before being used as the final data collection instrument. A total of 260 usable questionnaires were 
obtained.  
 
4.0 Findings and discussions 
 
The demographic background of the respondents for this study is given in the Appendix A. 
  
The reliability of the items was analyzed with the results shown in Appendix B. The Cronbach alpha rules of more 
than 0.9 for all components (except for Arousal) indicate that they are reliable in meaning the customer emotional 
experience. 
 
Factor analysis results are shown in Table 1. The Kaiser-Meyer-Olkin measurement of sampling adequacy (KMO 
test) of .955 indicated that the sampling is adequate to be used for the factor analysis. The analysis also revealed that 
the six components explained 80.263 percent (cumulative percent of the Rotation of Squared Loading) of the total 
variance. 
 
The correlation analysis on the CEE components is reflected in Table 2. The components are moderately 
correlated (not exceeding 0.85) and thus could be used separately as contributing factors to the experience. 
 
Table 2: The correlations among dimensions and overall CEE 
 
Components No. of 
items 
Spiritual 
Assurance 
Pleasure Arousal Dominance Joy Acceptance CEE 
Spiritual 
Assurance 
9        
Pleasure 6 .578       
Arousal 6 .555 .650      
Dominance 6 .626 .692 .711     
Joy 4 .626 .708 .720 .735    
Acceptance 5 .779 .611 .516 .608 .606   
CEE 36 .845 .833 .806 .855 .866 .834  
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Table 1: Exploratory Factor analysis 
 
Scale Items (36) Factor 
1 
Factor 
2 
Factor 
3 
Factor 
4 
Factor 
5 
Factor 
6 
Spiritual Assurance .826      
1 Felt protected of belief .851      
2 Felt fulfilling religious obligations .798      
3 Felt religiously safe of the food .830      
4 Felt establishments support belief .840      
5 Felt the right spiritual decision on place .774      
6 Felt confidence with establishment’s halal .834      
7 Felt assured religiously of dining acceptance .751      
8 Felt trusting the establishment .783      
9 Felt religiously better eating at the establishment .517      
Pleasure       
1 Felt happy with the establishment  .808     
2 Felt Pleased with the establishment  .831     
3 Felt satisfied with the establishment  .812     
4 Felt contented with the establishment  .798     
5 Felt relaxed / peaceful with the establishment  .731     
6 Felt hopeful with the establishment  .710     
Arousal       
1 Felt a stimulating experience     .610  
2 Felt excited with dining     .582  
3 Felt expectant on what I want     .743  
4 Felt lively with the dining      .681  
5 Felt wide awake throughout     .712  
6 Felt strong feeling of fulfillment     .540  
Dominance       
1 Felt in control on what I want   .701    
2 Felt more influence on decisions   .745    
3 Felt taken care / cared after   .653    
4 Felt important   .681    
5 Felt others looked up to me / listened to me   .651    
6 Felt I had autonomy / had the say throughout   .655    
Joy       
1 Felt great joy dining     .749  
2 Felt glad with decision to dine there     .716  
3 Felt great pleasure to dine there     .728  
4 Felt delighted dining there     .705  
Acceptance       
1 Felt acceptance of fellow believers      .610 
2 Felt accepted by the society for dining there      .769 
3 Felt religiously right eating there      .717 
4 Felt part of the community by dining there      .696 
5 Felt supporting/promoting halal food dining there      .589 
 
5.0 Discussion and Conclusion 
 
The findings of this study have indicated that the spiritual dimension and customer acceptance have strong 
influence on the customer’s emotional experience, suggesting that the they have higher indicative on the experience. 
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As such it might be critical that establishments should offer emotionally satisfying experiences to customers to 
influence the customers’ behavioural intention. Jang and Namkung (2008) findings did not indicate significant 
relationships between negative emotions and behavioural intentions, while the positive emotions lead to higher or 
significant intentions to return again. As such it could be imperative in making sure the customers experience 
exceptional moments as a strategy to generate future loyalist to food establishment’s products and services (or 
brand). On the other hand, the establishment should put more efforts to avoid making the customers to be unsatisfied 
with the brand. As the customers could become ‘switchers’, who seek to obtain better price and bargain for similar 
products and services (Schiffman and Kanuk, 2010).  
 
The strong indicative of spiritual elements of the emotional experience may reflect that religious values influence 
the experience of the customers. They reflected the strong connection of experience to their spiritual belief or 
orientation, which could be implied based on Storz (1999), as commonality connectedness in the paper entitled 
“Malay and Chinese Values Underlying the Malaysian Business Culture”. This commonality connectedness includes 
the feelings of self reciprocity and mutuality, epistemology (subjective knowing), and temporality connection. 
Beside, such a case could be related to what America and Anderson (1996) termed among the six types of loyalty. 
The findings are also consistent with the study conducted by Hassan (2011) that “Malaysian Muslim society 
functional food practices are mostly created based on their cultural beliefs and customs, which have been inherited 
from generation to generation.” The results suggested that Muslim consumers buying behavior are highly influenced 
by their belief in their. 
 
While the findings could be explained as in the preceding paragraph, it is desirable that futher studies are needed 
to confirm and understand more of the issue. Since the scope of the study was limited to Halal establishments 
consumers in Sarawak, it is still unknown whether such will be the case for consumers in Peninsular Malaysia or 
other places. As indicated by various studies, customers’ experiences are unique with regards to many different 
aspects. For example, the experiences and reactions could be different for different types of products and services 
offerings. Therefore, the results of the study need to be further researched. Beside that, for the understanding to be 
more practical and relevant to establishments strategies, studies related to factors that may contribute to the 
customers’ emotional experiences need to be conducted. Such as study would enable food establishment operators 
could develop more effective strategies to enhance their customer loyaty towards their food services. 
 
It can be concluded that the customer emotional experience (CEE) with Halal food establishments consists of 
several dimensions. This study has found six dimensions of CEE, namely: Spiritual Assurance, Pleasure, Arousal, 
Dominance, Joy and Acceptance. However, these newly developed dimensions and their items need to be further 
validated by another set of survey data to analyse the respective psychometric properties of the measure and sub-
measures of CEE. 
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Appendix A: Sample characteristics 
 
Variables Frequency Percentage (%) 
Town / Cities   
   Kuching 69 26.5 
   Miri 99 38.1 
   Sibu 37 14.2 
   Bintulu 55 21.2 
Gender 
   Male 
 
130 
 
50.2 
   Female 129 49.8 
Age 
   19 or less 
   20 – 29 
   30 – 39 
   40 – 49 
   50 and above 
 
23 
79 
83 
61 
14 
 
8.8 
30.4 
31.9 
23.5 
5.4 
Race 
   Malay 
   Chinese 
   Iban 
   Bidayuh 
   Other 
 
104 
56 
46 
13 
41 
 
40.0 
21.5 
17.7 
5.0 
15.8 
Education Level 
   SPM and below 
   STPM / Diploma 
   Bachelor 
   Post Graduate 
 
65 
97 
72 
26 
 
25.0 
37.3 
27.7 
10.0 
Household Income  
   RM 1000 and below 
   RM 1001 – RM 3000 
   RM 3001 – RM 5000 
   RM 5001 – RM 7000 
   RM 7001 and above 
   Not applicable 
 
39 
88 
80 
26 
16 
11 
 
15.0 
33.8 
30.8 
10.0 
6.2 
4.2 
Occupation sector/types 
   Public sector 
   Private sector 
   Self – employed 
   Student 
 
92 
107 
11 
50 
 
35.4 
41.2 
4.2 
19.2 
 
  
280   Harrisson Amat Tama and Boo Ho Voon /  Procedia - Social and Behavioral Sciences  121 ( 2014 )  272 – 280 
Appendix B: Items Reliability Analysis 
 
Dimensions / Items No. of items Sample Size (n=260) 
   Cronbach 
Alpha 
Item-to-total 
Correlation 
Spiritual Assurance 9 .970  
1 Felt protected of belief   .879 
2 Felt fulfilling religious obligations   .913 
3 Felt religiously safe of the food   .862 
4 Felt establishments support belief   .915 
5 Felt the right spiritual decision on place   .915 
6 Felt confidence with establishment’s halal   .840 
7 Felt assured religiously of dining acceptance   .882 
8 Felt trusting the establishment   .818 
9 Felt religiously better eating at the establishment   .826 
Pleasure 6 .958  
1 Felt happy with the establishment   .894 
2 Felt Pleased with the establishment   .906 
3 Felt satisfied with the establishment   .888 
4 Felt contented with the establishment   .885 
5 Felt relaxed / peaceful with the establishment   .857 
6 Felt hopeful with the establishment   .790 
Arousal 6 .891  
1 Felt a stimulating experience   .752 
2 Felt excited with dining   .806 
3 Felt expectant on what I want   .612 
4 Felt lively with the dining    .759 
5 Felt wide awake throughout   .589 
6 Felt strong feeling of fulfillment   .777 
Dominance 6 .926  
1 Felt in control on what I want   .731 
2 Felt more influence on decisions   .753 
3 Felt taken care / cared after   .806 
4 Felt important   .841 
5 Felt others looked up to me / listened to me   .818 
6 Felt I had autonomy / had the say throughout   .771 
Joy 4 .965  
1 Felt great joy dining   .902 
2 Felt glad with decision to dine there   .932 
3 Felt great pleasure to dine there   .926 
4 Felt delighted dining there   .894 
Acceptance 5 .947  
1 Felt acceptance of fellow believers   .827 
2 Felt accepted by the society for dining there   .850 
3 Felt religiously right eating there   .886 
4 Felt part of the community by dining there   .883 
5 Felt supporting / promoting halal food dining there   .835 
 
 
